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Penelitian ini bertujuan untuk meneliti pengaruh kepuasan, brand 
identification, dan brand image terhadap repurchase intention Samsung 
Galaxy S-series di Surabaya melalui Brand Love dan Brand Loyalty. 
Sampel yang digunakan berjumlah 160 orang pengguna smartphone 
Samsung Galaxy S-series di Surabaya. Data dikumpulkan dengan 
menggunakan kuesioner. Teknik analisis yang digunakan adalah structural 
equation model. Hasil analisis ini menunjukkan bahwa kepuasan, brand 
identification, dan brand image ditemukan berpengaruh positif dan signifikan 
terhadap brand love. Di sisi lain brand love akan menciptakan brand loyalty 
dan pada akhirnya akan mendorong konsumen untuk melakukan repurchase 
intention. 
Saran dalam penelitian ini adalah untuk meningkatkan brand love 
konsumen pada Smartphone Samsung Galaxy S-series maka pihak 
manajemen Samsung harus meningkatkan kepuasan konsumen, brand 
identification dan brand image. Sebab dengan peningkatan brand love maka 
juga akan berdampak pada brand loyalty dan akhirnya meningkatan 
repurchase intention konsumen.  
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This research aims to examine the influence of customer satisfaction, 
brand image, and brand identification against a repurchase intention Samsung 
Galaxy S-series in Surabaya via Brand Love and Brand Loyalty. 
The sample used amounted to 160 people smartphone users Samsung 
Galaxy S-series in Surabaya. Data were collected using a questionnaire. The 
technique used is the analysis of structural equation models. The results of 
this analysis indicate that satisfaction, brand identification, brand image and 
found a positive and significant effect against the brand love. On the other 
hand brand love will create brand loyalty and ultimately will push consumers 
to conduct repurchase intention. 
Suggestions in this study is to improve the brand consumers love on 
Smartphone Samsung Galaxy S-series the Samsung management should 
improve consumer satisfaction, brand identification and brand image. 
Because with the increased brand love then it will also have an impact on 
brand loyalty and ultimately increases repurchase intention of consumers. 
Keywords: Satisfaction; Brand Identification; Brand Image; Brand 
Love; Brand Loyalty; Repurchase Intention. 
 
